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With the rapid development of e-commerce, many enterprises open up network 
direct marketing in the 21st century, which changes the single channel of supply chain 
management mode. Manufacturers not only could continue to sell products through 
traditional channel, but also sell their products directly through e-channel. This forms 
dual-channel distribution and improves market share and profit margins. A 
combination of the e-channel and traditional channel results in two types of conflicts: 
Vertical channel conflict between manufacturer and retailer, as well as horizontal 
channel conflict between e-channel and traditional channel. Manufacturers try to 
eliminate the conflicts with retailers to achieve a win-win situation. Therefore, this 
thesis introduces retailer’s efforts to explore the problem of conflict and coordination 
and researches the optimal strategy in the dual-channel supply chain, which has a 
guidance meaning for relevant enterprises. 
    First of all, manufacturer transfers part of profits to retailer based on sales 
compensation contract to avoid channel conflicts in this thesis. On this basis, four 
kinds of pricing strategies are studied: differential pricing strategy and uniform 
pricing strategy without retailer’s efforts, differential pricing strategy and uniform 
pricing strategy with retailer’s efforts in dual-channel supply chain. Our conclusion 
shows that the optimal strategy choice is to adopt differential pricing strategy with 
retailer’s efforts to realize mutual benefits in dual-channel supply chain. Secondly, 
based on the consumer utility theory, the retailer introduces retailer’s efforts to avoid 
channel conflicts and encourage customer to purchase in advance in this thesis. By 
comparing the behavior of the retailer, the finding shows that the optimal strategy 
choice is that the retailer adopts effort strategy in dual-channel supply chain. Finally, 
in theory and practice, this thesis analyzes conflict problems of H company in 
dual-channel and draws some conclusions and gives some suggestions. 
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年 12 月，中国上网人数超过 6.88 亿人，同比增加 3951 万，互联网普及率比 2014
年上升 2.4 个百分点，达到 50.3% [1]；《2014 年中国网络购物市场研究报告》指
出：2014 年，中国网络交易达 173 亿次，年人均交易 48 次，全年网络零售额约
27898 亿元，继续保持全球第一，同比增长 49.7%，约为全年社会消费品零售总




图 1-1 2010-2014 年中国网络零售交易额及增长率 
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